ABSTRACT: The purpose of this study was to examine the effect of brand awareness, perceived quality of the brand, brand association, brand loyalty, and brand image on the brand equity of local fashion brand among young consumers in Surabaya. Data from 215 undergraduate students were analyzed using Structural Equation Model (SEM) via the Statistical Package for Social Sciences computer program version 18 and Lisrel version 8.7. Respondents were randomly drawn from the full time students of various universities in Surabaya city, Indonesia. Based on test results, it was found that all variables have positive and significant impact on brand equity. Thus, all hypotheses are supported. In this study, brand association predominantly affects brand equity. The implication of these results would help the company as the manufacturer to formulate strategies to enhance their brand equity in order to obtain competitive advantage and market expansion, especially through social media and e WOM.
INTRODUCTION
A Brand is the most valuable asset for all companies because it becomes one of the considerations for consumers in making product selection (Sasmita & Suki 2015) . Brand equity takes place when consumers have a tendency to believe in a particular brand over another, demonstrated by consumer loyalty and a desire to pay a premium for a brand (Lassar et al. 1995) . Companies with high brand equity gain competitive advantage and enjoy opportunities to expand success, increase resilience to competitors' promotional pressures, and create barriers for competitors to enter the market (Severi & Ling 2013) .
Previous research on brand (Luijten & Reijnders 2009 , Chan et al. 2013 , Tantiseneepong et al. 2012 , Thwaites et al. 2012 ) conducted in non-Asian countries so the results were less applicable in Asian countries (Sasmita & Suki 2015) . Other research on brand equity (Tolba 2011 , Emari et al. 2012 , Faircloth et al. 2001 , Netemeyer et al. 2004 , Pouromid & Iranzadeh 2012 only examined some of the variables associated with brand equity.
This research tries to close the research gap from some previous research which only examines the influence of some antecedents of brand equity. Tolba (2011) Aaker (1991) , and also adds brand image as one dimension.
This research also expanded the generalization of brand equity model from Aaker (1991) by using the object of fashion brand (Erigo). This brand is very popular among Indonesian youth, this brand is only marketed online and build their brand equity through social media and e-WOM.
Based on the above explanation, this study aims to examine how the influence of brand awareness, perceived quality of the brand, brand association, brand loyalty, and brand image towards online fashion brand equity.
LITERATURE REVIEW
Brand equity is one of the most essential and frequently discussed marketing concepts in the past 10 years (Emari et al. 2012 ). According to Aaker (1991) , brand equity is defined as a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the value provided by a product or service to a firm and / or to that firm's customers. While other definition by Keller (1993) , shows that brand equity is "the differential effect of brand knowledge on consumer response to the marketing of the brand".
In this research, brand equity refers to Aaker (1991) , especially in the context of consumer-based brand equity. The measurement carried out through four main elements, which are: 1) brand awareness; 2) perceived quality of brand; 3) brand association; and 4) brand loyalty, (Yoo & Donthu 2001 , Washburn & Plank 2002 . Other proprietary brand asset elements were not used because according to Shrestha (2010) , they are not suitable for measuring consumer-based brand equity.
Brand awareness is defined as "the ability of a potential buyer to recognize or recall that a brand is a member of a certain product category" (Aaker 1991) . Pouromid & Iranzadeh (2012) stated that brand awareness is said to have a direct effect on brand equity. Therefore, the first hypothesis in this research is:
H1: Brand awareness increases brand equity. According to Aaker (1991) , perceived quality of brand is "the customer's perception of the overall quality or superiority of a product or service with respect to its intended purpose, relative to alternatives". Zeithaml (1988) and Erenkol & Duygun (2010) explained that product quality differs from perceived quality because perceived quality is a subjective judgment of consumers about the product.
Perceived quality of brand arises not from the detailed knowledge of a product brand, but from a consumer's perception of its quality. Yoo et al. (2000) stated that brand equity will increase with the help of a positive perceived quality promotion. Thus we propose second hypothesis:
H2: Perceived quality will have positive influence on brand equity.
According to Aaker (1991) the brand association is "anything linked in memory to a brand". Brand association has a function to help the process of information formation, differentiation, as a reason to buy, can create a positive attitude or feeling, and as a foundation for product expansion (Aaker 1991) .
Brand association serves as a tool for gathering information to manage brand differentiation and brand extension (Osselaer & Janiszewski 2001) . The higher the brand association of the product, the more consumers will remember and be loyal to the brand (Sasmita & Suki 2015) . Previous research by Pouromid & Iranzadeh (2012) also indicates a positive and significant relationship between brand association and brand equity.
H3: Brand association has positive influence on brand equity.
According to Aaker (1991) , brand loyalty is "a measure of the attachment that a customer has to a brand". This indicates the tendency of the customers to switch to another brand when there is a change in product attributes. Rangkuti (2004) also stated that loyalty is the core of brand equity. If brand loyalty increases, then the customer's vulnerability to a competitor's product can be reduced. Customers develop brand loyalty by creating positive brand equity output that raises brand preference over other brands (Atilgan et al. 2005 , Severi & Ling 2013 . Our fourth hypothesis is:
H4: Brand loyalty has positive influence on brand equity.
According to Aaker (1991) , brand image is "a set of association, usually organized in some meaningful way". According to Keller (1993) brand image is "perception about a brand as reflected by the brand association held in customer memory". Keller (1993) stated that to build brand equity, it takes a well-known brand name and positive brand image. Research from Faircloth et al. (2001) show that brand image is a predictor of brand equity, whereas image can be improved the brand equity will also increase.
H5: Brand image has positive influence on brand equity.
RESEARCH METHOD
The operational definition of brand equity referred to Sasmita & Suki 2015 , while perceived quality was derived from Tong & Hawley (2009) , for brand awareness, brand association, brand loyalty, and our brand image referred to Severi & Ling 2013 . All measurements used 5 points Likert scale.
The research data was obtained from 215 respondents with purposive sampling technique. Characteristics of respondents are students who own smartphone, active in social media and have bought online fashion products in the past year. Data processing used Structural Equation Modeling with LISREL software.
RESULT AND DISCUSSION
Validity and reliability test results have shown a valid and reliable value in which all items can be used. The measurement model shows GFI of 0.89 with all loading factors above 0.5. due to the brand used in this study has been very popular among young social media users, so that association is the more dominant. This research can be expanded by trying on non-fashion products in cyberspace. The structural model shows GFI of 0.89 RMSEA 0.048 and TLI 0.99. From the 5 hypotheses proposed, they all show a level of significance below 5% so that all hypotheses are supported.
These results indicate that young consumers are also building all these brand equity antecedents through social media. Successful online brands that build brand awareness, brand association, perceived quality, brand loyalty and a good brand image will enjoy high brand equity. The interesting thing is that the brand in this research builds brand equity through below the line activities, by utilizing the community in social media and e-WOM.
CONCLUSION
This study extends the generalizations of the former model (Aaker 1991 , Sasmita & Suki 2015 . Brand equity can also be built through the social media community and using e-Wom. Brand association dimensions have the most influence in shaping brand equity, while brand awareness is the dimension that has the weakest effect. This could be
